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QUESTION 1
A company must consider a variety of outside factors while developing a market entrance plan :
Political and legal environment: When developing a market entry strategy, the political and legal climate of a nation must be taken into consideration because it can have a big influence on a company's operations (Nukusheva, et al., 2020). Political stability is important because political upheaval or instability can make businesses seeking to enter a new market unpredictable and risky. Since it provides for better consistency and transparency in terms of company operations, a stable political environment is often more favorable for business operations. Companies must thoroughly study and comprehend the political and legal landscape of the target market in order to reduce these risks. This entails performing in-depth due diligence to comprehend the legal structure and any potential dangers or obstacles that could exist. Developing connections with local partners or attorneys who may offer direction and aid in navigating the regional legal system may also be required. Additionally, businesses may need to take steps to guarantee adherence to regional laws and regulations, such as putting internal controls in place and educating staff on such obligations. By following these actions, businesses may more effectively be ready for and handle the difficulties of doing business in a new market with a different political and legal climate.
Economic environment: When a company enters a new market, it is crucial to take the country's economic climate into account. The demand for a company's goods or services can be impacted by economic factors including GDP growth, inflation, and unemployment rates (Li, & Fleury, 2020). For instance, a nation with a robust and expanding economy may be more alluring to businesses due to the likelihood of greater demand for their goods. On the other side, businesses may have difficulties in a nation going through an economic recession or slump since there will be less of a market for their goods. To comprehend the possible possibilities and problems they may encounter, it is crucial for businesses to examine the economic circumstances of the target market.
Cultural environment: When entering a new market, businesses must also take into account the cultural context of the nation (Wales, et al., 2019).This entails being aware of the target market's cultural values and preferences, including its language, traditions, and social mores. For instance, a business might need to modify its branding and marketing plans to better reflect regional cultural norms. A corporation may also need to take cultural differences into account when deciding how to conduct business, such as variations in communication methods or business etiquette. A company's ability to succeed in the market may be hampered by misconceptions or miscommunications caused by a failure to take the cultural context into account.
Competitor analysis: When a business enters a new market, it must also evaluate the competitive environment of the target market. Analyzing the existence of both national and international rivals is part of this. It's critical for a business to comprehend the advantages and disadvantages of its rivals, as well as their positioning and business plans (Wales, et al., 2019). Using this data, a business may design strategies to set itself apart from its rivals and detect possible risks and opportunities in the market. A business may also need to think about how it will compete against nearby rivals who may have an edge owing to their familiarity with the market and connections to local clients.
In the Russian context, IKEA has had to consider all of these factors when entering the market. One of the main challenges for IKEA in Russia has been the country's political and legal environment, which has been marked by corruption and regulatory uncertainty (Wales, et al., 2019). IKEA has also had to adapt to the unique cultural preferences of Russian consumers, including the fact that many Russians prefer to purchase furniture in person rather than online. To address these challenges, IKEA has established partnerships with local companies and invested in in-store experiences that allow customers to touch and feel the furniture before making a purchase.
QUESTION 2
The business prospects of a rising market might be positively impacted by a robust and cooperative governmental apparatus. By offering clarity and predictability in terms of the legal and regulatory framework, an efficient and stable political system may foster a climate that is more conducive to business. As enterprises are more willing to enter a market if they believe there are a set of transparent and consistent regulations guiding their activities, this can promote investment and economic activity (Turkyilmaz, 2021). IKEA has had to negotiate a political environment characterized by corruption and regulatory instability during its journey in Russia. IKEA and other international businesses wanting to conduct business in Russia have encountered difficulties as a result of the lengthy history of corruption in the nation. Additionally, the regulatory climate in Russia has a tendency to fluctuate, which has increased risk and uncertainty for market participants.
Despite these difficulties, IKEA has been successful in Russia because to a mix of smart alliances and spending on in-store experiences. Partnering with local businesses has been one of IKEA's primary objectives in Russia. IKEA has been able to understand the local market and build connections with important players through collaborating with regional partners. This has aided the organization in navigating the challenging and uncertain Russian business climate (Turkyilmaz, 2021). This provides customers the opportunity to touch and feel furniture before making a purchase, IKEA has invested in providing immersive in-store experiences. This has proven crucial in Russia in particular because there are many people who would rather buy furniture offline than online. IKEA has been able to set itself apart from its rivals and cultivate a devoted following of customers in Russia by delivering a warm and engaging shopping experience. Before making a purchase, shoppers may touch and feel furniture thanks to investments IKEA has made in providing immersive in-store experiences. As many Russian consumers prefer to buy furniture in-person rather than online, this has proven particularly significant in Russia. IKEA has distinguished itself from its rivals and amassed a devoted following of Russian customers by delivering a warm and engaging shopping experience.
The commercial prospects of a rising market can be significantly impacted by a strong and cooperative political framework. By offering clarity and predictability in terms of the legal and regulatory framework, an efficient and stable political system may foster a climate that is more conducive to business. As enterprises are more willing to enter a market if they believe there are a set of transparent and consistent regulations guiding their activities, this can promote investment and economic activity. The success of IKEA in Russia is evidence of the positive effects of a stable and cooperative political system on economic potential (Windsor, 2022). IKEA was able to succeed in Russia despite obstacles including legislative instability and corruption, thanks to smart alliances and investments in in-store experiences. IKEA was able to set itself apart from its rivals and develop a devoted client base in Russia by forging connections with regional partners and offering customers an immersive shopping experience. It is obvious that an effective political system that fosters cooperation may improve a growing market's corporate prospects. The political and legal climate should be a key component of any market entrance plan for businesses trying to expand into new areas. Companies can better position themselves for success in a new market by studying the political and legal landscape of the target market and taking the necessary steps to handle any possible difficulties.
IKEA should concentrate on enhancing its image and brand in order to prosper in the Russian market. This can entail making investments in CSR programs and cooperating with regional communities in ways that are consistent with the company's beliefs and goals. IKEA can differentiate itself from its rivals and increase customer loyalty by developing a strong brand and reputation in Russia (Windsor, 2022). IKEA should put more effort into enhancing its image and brand if it wants to succeed in the Russian market. Investing in CSR programs and cooperating with local communities in a way that supports the company's values and objectives might fall under this category. IKEA may gain consumer loyalty and set itself apart from its rivals in Russia by developing a strong brand and reputation. IKEA ought to think about broadening its reach in Russia beyond only selling furniture at the moment. There may be potential for IKEA to expand into new markets in Russia, which is a sizable and varied market with a wide range of sectors and businesses. The business may think about diversifying into home design and improvement services, or it might even contemplate entering the food and beverage industry through its IKEA Food subsidiary. IKEA may be able to access new sources of development and broaden its market reach in Russia by diversifying its activities.
Question 3
An organization can employ a number of tactics to expand in an emerging market. Market segmentation is one such tactic, entailing the identification of particular consumer groups within the rising market and the customization of goods and marketing initiatives to suit their requirements (Katsikeas, Leonidou, & Zeriti, 2019). A business may better understand the wants and preferences of its consumers and adjust its offers to satisfy those demands by focusing on particular market segments. This might assist the business in standing out in a congested market and establishing a devoted clientele. A firm can expand its operations in an emerging market by utilizing a number of different tactics. One such tactic is market segmentation, which entails locating certain customer subgroups within the rising market and adjusting goods and marketing initiatives to suit their requirements. A business may better understand the wants and needs of its clients by focusing on particular market segments, and it can then shape its product offerings to suit those demands. In a congested market, this may make the business stand out and cultivate a devoted clientele. There are several other strategies that a company can use to grow its business in an emerging market. These include:
Distribution and logistics: In a growing market, distribution and logistics are essential for reaching clients. By collaborating with regional distributors or building a strong internet presence, a business may create a trustworthy distribution network (Lignell, 2022). A corporation may reach clients in isolated or underdeveloped areas by partnering with local distributors, while an internet presence can help a brand reach a broader audience. By collaborating with regional distributors or by developing a strong internet presence, a business may create a dependable distribution network. A corporation may reach clients in isolated or underdeveloped areas by partnering with local distributors, while an internet presence can help a brand reach a broader audience. Additionally, efficient logistics and distribution may save costs and boost productivity for a business. A business may reduce transportation and storage expenses and accelerate the time it takes to sell its products by streamlining its distribution network. This may be especially crucial in developing countries where there may be intense competition and limited profit margins.
Customization: Reaching clients in a developing market requires careful distribution and logistics planning. Partnering with regional distributors or building a strong internet presence are two ways a business might create a dependable distribution network(Lignell, 2022). A firm may reach clients in far-flung or underdeveloped areas by collaborating with regional distributors, and a strong web presence can help a brand reach a larger audience.
 Customizing products and services to meet the specific needs and preferences of the local market can be an effective strategy for establishing a strong market presence. There are several ways a company can customize its offerings to meet the needs of the local market. One approach is to adapt products to local cultural norms. For example, a company may need to modify the packaging or labeling of its products to meet local regulations or to appeal to local consumers. Finally, a company can customize its offerings by providing specialized services to meet the needs of specific market segments. For example, a company may offer specialized training or support services to help customers get the most out of its products(Lignell, 2022). This can help a company build a loyal customer base and differentiate itself from competitors. customization is an effective strategy for establishing a strong market presence in an emerging market. By tailoring its products and services to meet the specific needs and preferences of the local market, a company can build a loyal customer base and differentiate itself from competitors.
Price differentiation: Another tactic that might assist a business in appealing to a broad spectrum of consumers in a developing market is price differential (Ampountolas, Shaw, & James, 2019). A business may appeal to both budget-conscious and more affluent clients by selling items at various pricing ranges. Offering both high-end and affordable choices, as well as promotions or discounts, may be part of this strategy to make the company's goods more accessible to a larger spectrum of customers. Offering products at different price points can help a company appeal to a wider range of consumers in an emerging market.
Marketing and branding: Developing a strong marketing and branding strategy can help a company build awareness and establish a positive reputation in the emerging market. This may involve adapting marketing materials to local cultural norms and using local influencers to promote the company's products (Paul, 2019).The adaptation of marketing materials to local cultural norms is a crucial component of marketing and branding in a developing market. This may entail tailoring message to appeal to local consumers, leveraging images and symbolism from the area, and translating marketing materials into the native tongue. A business may strengthen its brand identification and connect with customers by customizing its marketing materials to the local market. Utilizing local influencers to advertise the brand's products is a successful marketing and branding technique in a developing market. Local influencers, like social media stars or subject matter experts, may aid a business in expanding its reach and gaining the trust of its clients. A business may advertise its products by collaborating with local influencers and taking use of their networks as well as their knowledge and reputation.
IKEA, a Swedish retailer of home goods, has chosen to operate massive shopping centers rather than individual stores in order to forge a significant presence in neglected regions. IKEA is able to provide clients with a one-stop shopping experience and increase foot traffic to its stores by developing shopping malls with a variety of merchants(Ampountolas, Shaw, & James, 2019). In markets where real estate is pricey and freestanding stores would not be profitable, this strategy has proven very effective. Understanding the requirements and preferences of local customers in-depth and providing them with goods and services that satisfy those needs in a way that is practical and appealing to them are the keys to successfully building a significant market presence in an underserved market. This can entail choosing a specific strategy, forming dependable alliances, and expanding a distribution network.
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